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Creative Direction for Maison Margiela
- John Galliano as a Case Study -

Hyun-Jung Lee and Eun-Hyuk Yim'
Dept. of Fashion Design, Sungkyunkwan University, Seoul, Korea.

Abstract: As consumption pattern and fashion communication become digitalized, fashion houses are being inherited
by creative directors owing to their expanding role. While the roles and responsibilities of creative directors have been
changing extensively along with the dynamic nature of the fashion industry, researches on creative directions have
mostly focused on luxury brands. This study examined the creative direction of John Galliano for Maison Margiela, a
conceptual brand to be maintained by a creative director. To analyze this, the authors established a creative direction
analysis model constituting five elements: brand heritage, trend, democratization, brand status, and persona, drawing on
the luxury brand architecture by Kapferer and Bastien. Thus, Galliano has maintained anonymity as a heritage of Maison
Margiela, expanding the existing Replica lines, and introduced fashion shows focusing on current issues or social phe-
nomena. As a democratization strategy, he directed the brand to associate with more popular brands or expanded dif-
fusion lines to secure broader customer base, while demonstrating couturier-like showmanship in the media and
establishing his own persona. His direction for Maison Margiela recreates and expands brand heritage by transforming
the brand philosophy. Therefore the new creative direction communicates with the wider public and diversifies customer
bases through democratization strategies, while building Galliano’s own persona.
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oo & Aelxe g Hal=ol AzololHE t]HH
T AT BAlse] FejdolElE tUHE HAls
A e thiEA ARl AejollolHE tdE & Ze|of
(John Galliano)ol] F-E-3}o] 1o] HzjololElH. T ] A
3E AmEct o]& 3] 941 A5 Vanderploeg and
Lee(2018)9] A7 ¥4 mdlg AM-E Kapferer and Bastien
(2009/2010)2] EAME] HIZYZX Akofx] ArE B 7L
2 Agdolg B g 4 RdS Hystd wF nEAd
ZF(Maison Margiela)e] FZ|oo|E|E. tHE ZEolx AlHE
Fal ZelollolEE HPaE BAstarat dict.

AFHHE o]8F aFE f8 EIAe ARIATE W
golar, A= oo, sl 9] 9j4d HE Al]E, The New
York Times, WWD, The Business of Fashion, Vogue %<
7L SR vE nhEAddeloly Belohee] 2o
SJEI TjgHe BAET. Arwse nlzd peAde)
(Martin Margiela)’} BRI=ES A502 Ay 1988 S/S 2|
ARE A7 e 2EA 2021 SS7HAE AR o
% vleg sleddet eHe F B Udel gow Aga
S Y A1712] 2009 F/WHE] 2014 F/W7ZHA= Alelgict.
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2.1. IfM 32|0j|0|E|E C|HE{e| 2ist

o S}golis AR HAse) oA S W77 1)
202 47E o)) ¢ Azldlelen HeEE g
NZe WSS AR, o5 BAEe] AL e
Ao 38 AFH0R vesled FelAel AnEe v5ol
g B e Qe A Ee HAE 3q9 oy

Ag AN A2 WSS
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=
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(Ye & Yim, 2015). Park and Lee(2010)= =2|ol|o]E] 2
Elo] A4S AFS AlsAsie] Bl=e oHRAE AEA F
Z3l= AollolE 9 Bal=e] 7ix|ek Fehe Agshs ARy
AolgzA e 987 Ytk 39 o5 gRd ZUEy
A3 vt]eje} e A2 ARUA A W] T8 2
AE AJstoz Q) AHAE dAZE St AHA Fd
7o) tAg TRlx2 A3k =HA] Aol B )Y E 9
AUl &F G0l guxe] A oolE et ARYAe]
Elo] AT BoEA I glow, 7]se] Wyt A 4ge] 2
2R Agdolg|E tdE Y] gTo] MEA 7L Utk
o|]AY AzololE|B tjYE= BAMEE fA4 2 BHATE
QTS L o #HH AFEE= Vanderploeg and Lee(2018)
o] 91329} Kapferer and Bastien(2009/2010)2] 177} it}
WA Kapferer and Bastien(2009/2010)82 ZAg] H]=Y
AolA A= SHERE FASHL 43408 HA=E
g3l7] S8l AE 9 2 vAIY AFUA AT Bk
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Fig. 1. Luxury brand architecture: poles and product roles.
The Luxury Strategy - Break the Rules of Marketing to Build Luxury
Brands (2012). p.156.
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Ath =, Vanderploeg and Lee(2018)2] <A-ollA] Kapferer
and Bastien(2009/2010)°] A|A| &k o}7[EAHE AeololE|H 1
dEe] AFAl s B4 2 ARSI T B4
2 & AFolA Zejokee] wF wiERde} FedlolEH
Ao FHME elge NdA Eolgtr & 4 glowa
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g nlEXde st 34 Ag3 WE vE8 nlEX] L2k (Maison
Martin Margiela)= 2152] A4t S =AY, HY
oy} =g|amo|H oA A= Fe S, grde=
H$E Fehe 5 &S 724 Al 9 Algdste] #iAl
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tiAtolU R gosltt. ol2lgh 2Jv8/d (anonymityy> 23812 At
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A RIS o}E]Ad(Artisanal)’ AHAE AR ATH(Jung,
2011). 1994 S/S= 7]E0)] A8 AFS Gl =g A&
HAe] F HA A Bojlo] A 7148 Al <l
Z2)7HReplica)’ 1S EA15HHH(Maison Martin Margiela,
2009). gk zpAle] o) Al ARl YzRlE =HEo|s}t
o ARAEH ¢ =2 & AAZ =52t Al e A
B3 @78 wol 1989 S/SellA ALl ER] F-Z(tabi boots)
£ 2021 F/WZHA] &dgle] AsiAstar oheket Jej= vepy
o AAe] AL9E FAATHKim & Lee, 2017). ©l= A
W AL o] H|7]Eojof sl A Ale]ES FAJEIAL ol
ARt HAAFoZA w AlE ARE RIS AHol=
A Alz=wle] B4 B30 st = A1 HAIA] o]t
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Zelolice= AMEH AQE vlEl(Central St. Martins College
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3, Y= (National Theatre) 27204 ol2Zulo|EE 3P4
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E-(Les Incroyables)°|2h= A2 g3l 33k A&S A
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= LVMHE] &% H2UE o2 oA ATF-EEo] 19953
A" (Givenchy)?] ZzlellolElE UHEH=E 1d7F &5 & =2
2]2%F t]&(Christian Dior)2] Zz]oloJE|E tHEHZ A
At 2=t FYERAE FARIA EdEE 2 2}
28] S A QE FTHE (haute couture)S Al ¢l &
=2 o] tyrlojyz AU FE(New Look) 5053 2
oA 1947d9] HoT= EYAE A FO2 WA
AL, olF ofe] AdMM &£202 ANA £ =HSE vt
olojx Zlo g APsAA F<f el weh AALHA 331
Wele #5Ho|a da2ge o948 =8y, 4 £
2 A3l A2AS ARoF LgsAA st ‘Giﬂe 7
Zste] S AFA A A ZE g 4449 ouXE
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A 274 174 ZellolEE T E <] olA A E niet
o] Vanderploeg and Lee(2018)%] AtellA= Ag]eflo]g|E
dadel] #3247 HE2aUE IR E Wgton, b
A ARJeA BAE oln|R| 9} 7IXE fA|sket] ZE|oolE|E
tEEe] F2aks Fa% J8E st AF3ISATE. Dion
and Amould(2011)= T4 BRe-2o)A= Balme] Gz} ]
W Fjanpt ARRAE 1S 9] 93 ool BA sk A
olgE HdHE gal HEALUE xStk
3k A3AF(Park & Lee, 2010; Ye & Yim, 201504 =
gololHE tdEEe] FHIET oALH ted ol5S olF
H BHE=E ZH3N= ARFUACIEIRZA Zedlo|EE tHE
ZRAE sl AlZHA miAIR Q14 skaL wtjoje]] F53 o]u]
A& FEdt] 2ARITe] F24uE =adinka B3itt & ¢
2 A (Gucci)2] ZgloolE|E T]FECl dyat=z A
(Alessandro Michelley’} 71 #Eoll #E& 7|& $EE )&
NA A IS ZRINTI= A" Aol E tjdE <]
HE24u= PEstE Y 53R Bal=e] oju|R 2 tiFE
294 Fuiks 48 shel 7RE AEdt

E AFoA= Kapferer and Bastien(2009/2010)0] E#H=
A B Y 84 AXE ] 845 AHESed 4
FgoA tRtol] Zdejolin] HE A} Aol B T
Ao Fasgh vFS Bl 8-S WS ol 71
2npA olp-2tE Ad FdolE|E YHEE 183 Ha=e]
oMAE E¥sh=s 9T 5 shir} sl=2avztal d9e A3
ATE WIS 2 (Dion & Amould, 2011; Park & Lee, 2010;
Vanderploeg & Lee, 2018; Ye & Yim, 2015), Kapferer and
Bastien(2009/2010)°] AAgE A}, Ao, H2A4, 2191 9 H
Ao 1A g HEAUE Hsle & 7] 848 AF
ool B TS A g}

2 Aol Ay AejollolHE tHde] 571 a4 of
s AR, A, i Bz Ja)] AT et
A e HAHEE §X817] Q5| AFololEE tHEE
il BA= Gatet FYERE Alsetal EHA AT Dion
and Arnould2011)= Zz]olo|ElE t]HEE0] Hal=9] o}¢
ZHaura) s Alsst=d SYEA 7T ST AL,
Pistilli2018)= Z=|ol|olE]X. Tl g 9] v|¥ 2t} 252 7}
AHS B3 BA=e] ks ddidoR AFEgthy sy
BAE SER|9 Asol S8t Azt Urde et
al.(2007y= S|ZEIAE HAl= AL oleldlElE] 7S Alsst
= JigolgtaL Sttt mebs & AFolxe HaAlls olodlE
& 7Nt 2 Gake} frks E8al AfY ouAE A=
Bl 7ot AALS diless HAE AXE s
= SHo|A Kapferer and Bastien(2009/2010)2] “GAb= <H
= YRR AP st
A4, Aod e AR Aol E tdH7t A k-
Zof] At s k20| Z1Rg B =9 oA E &
Tl MRS HstE 7] 93 Base] Ashg djios

r%%ﬁﬂrl

HaHE x|2Q|
(Brand status)
BUE Halelx] L aelw
(Brand heritage) . (Trend)
Creative
Direction
ETT HEAL

(Democratization) (Persona)

Fig. 2. Creative directions analysis model.

AsAste] WA= Ag ofnlgit

AR, H g2 Aske2olA SR, I, AMME] T
I 22 giFEel HwA g4 H2 7Ese AFS EAEH
%8Hdemocratization)ehe §4Q HIlE F43l= AL @
SHh(Beom, 2019). ©l2f st tlFshs 298 ol % tiF ALt
H 715 FEERE I aurlEe] el H2E
UEE F3dth oo whe} o] o] a7 Fo] Ffshe
ZAZE g% A 1 = e Aoy 2kl ek
Mdelgid, digshs oA ARdznke 2gsle des B
of & AtMe H S UssPE A EAEh

A, ‘BAE 29 Bz gt dekoz g Hal
zo] gAo] HaFshs AL 7] S8l #Lsle] N9lek B4
< Zol2Hok S on|3tk(Kapferer & Bastien(2009/2010).
olg|gk HEko & AFe] SAavIAE Eol7] S T AF
S AN EHAY dl<dl(artification)?t 7+ nHAIE kS Ex)
AFo ezt 22 okvets A9 de AFAMH HEAIH
(Hwang & Yim, 2020). T BA= A2 AXA7]7] 9
3 &3} Feke Xu Bil= ololdlEEl S AeAlRit

AR, FEeolElE tEEe] HE b HAHEe] X
9} ORI E fAIGR=H 5238 L s, Hal= ko) 3
A% she|tk(Dion & Arnould, 2016; Vanderploeg & Lee,
2018). TlRtelH AAlE HAl=g 71538le] mirjojo)] X&Ho
2 sl AR oluAE tIFEddAl FEToEN Hals
£ FZR3lE FHoE o]83lEE (Ye & Yim, 2015) FEaL}
o2 Bz} xpHslslr] 93] whEoizl Aol Bal=s
o]¢18}8+ Zo]tk(Dion & Arnould, 2016).

olg} 7do] E AFolM= Kapferer and Bastien(2009/2010)
o] gAE] BAE op|dX oA HE4aUE F7lsle Fig. 29
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4.1, B3 E §2|E[X|

nl2y nfEx|dels Ag JHeS
goli=e A8 H Htojl] RS HFHoR =&, 1t
28 nE2xdete] g2t Agae] Mg date] HA
Z&H(Recicla) AYAS AR T) T3 BAE BE HF vl
28 A depor] HF wEAdEbR v, vEg
nExdete} g deEjokes AP 2E9 AF40 &
22 o] AHEZ3 fALE ASs BIs olnx|2 W
stA T e B oM ZdeElokert wE wEAde
BaE FHERE A AHE AR oz BAlse] T
s oA, HEe7ket BlrlEe), SlE Y (rebranding), 1=
o] 1A FHoIA Fatarat gt

ox M 1o
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] grleluzt sids wdeed Sse] QxE &t
= Ade 2 grlely miEd mfExdels gdy QAL §
o] &E mig] sk Aol g WML I 5
SkA] eFokedl, HlE niEAdEks ool ial sk HES
EF37] SIgteltal TEHReA BT (Yoo, 2018) TlRto|L
o] IS shte] BAlE FERR FA AT 28y e
Al FEg A Fdd niEw wEX|deiels g ZEok
= nEA|dete] AejdolE|E TiHE|RA ] HY] AYA o]
AZmAY] 2&5S =8ii=d], BOF AHH2 Voicesol

Zelolics vF viExde} "o ddojzghs %22 3 7t
f% %1 —%H g nfEXdEle] BAE HE-S Alsshe

ni2e nlExdels dHAgS HHxe] RddAE 284
ZEd #Ee] o] ofd Al TRl HFT = Y=
= mdle] gzl widoly 7hE A9] Aglololl TYAIFTH
ZejoleT mZIR Fig. 33 7o) 24| gl HAE

(o3 _1_4 '101' l"r
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29) B ouaaﬂ Ageie oAy 4 wuu A2
2 A NIRE A9 AHgale] o] 2L Sehyy]
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4.12. FZ27HReplica)2} dA1EeH(Recicla)
ul2d nfEXdels W WER By A L] H]
2 EREND WEA] AFY B4 2AE A Axs
st At wEErh 2BRlS Ba vl A AR RS
HolF ok sk sjdA|] Azl =9t Zejofee 71
ZE7F BlolA MEstste] ofw] At A2 {E AHEA
a5k oz grlolE(recycley AT drEER
2= olF SR 2020 S/S oA AAE EEIL HAE
2t ZR1e 53 dElokee AR FAJd AANE L83 o
AMER HEAY AuE FX02 HIEXR] olo|dlg Fygt

F Assste] B9 olRE ARAAAT,
olst o] vh2e) mhEAdet A AE AFE 7]
ofoksl I Azl tje B HelZ dEest Bl
Delohet eijol2g o AsHste] HAE e s
Azt B, Zelohet % 2y slExdee] 77
2elel ofElAd PeHe] el B2 fslel el
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4.13. FEAY

Zejopier} vE niEAdele] AejoolE|lE R oY
5 3 Aol IEH S HlF =R nEAdzp
oM wiERS AT HF vEAdEPR HilE oS ¥
et deE JHHA. 3 vlS vfEAde} dARTE B
= olFe] ¥shk= ahv-o] Xske wigE Zlolgtal vl vkt
Zol =2 ol wF U}EXP“EPh 7hele] Al Hler
o= shube] s shpiE RR
2015). o|AH HA= WS 2
AFEoNAl A E2- 1 1%1% AdAtstal Blert Jskslal vk
A& Saske Adgfer & 5 Qvh

TSk ol vEE ®
st rlEd rlEA|deks Aol 7R
stz AR AEe eRels ek
Al dlold ¢ A=F Hie] 2EHE IAsII 2y 2
ofee viEH wiEAdele} o] TS AT SFAAIRE
Fig. 49} 7o] @3]y Hog cejln shte] tixl a4
Hgso] HAl=o] w202 7F23sioit)
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nl2e) nfEx|dels Blsrt 54 Al EelEle] ou|x|g
QA EE AL 1|5ly] s §H3 o} Bx2 ya$x
okortt. AINF Ajoliz= 2dl 9HE(Anton)d H¥EWHA 2l
g2 ¢ (Leon Dame) 5& -83] A9 F=z WA
2019 S/S AHARE 2021 /W7 wHEzlow =gAZT,
olE2 HFAQ Bd ¢S 2 555 ¢Hos A9

o WdedE P, Fig. 5% Lol 29T BAS 555
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Fig. 3. Ready-to-wear 2020 S/S.
https://www.maisonmargiela.com

Fig. 4. Artisanal 2020 S/S.
https://www.maisonmargiela.com
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Fig. 6. Ready-to-wear 2015 F/W.
https://www.vogue.com

Fig. 5. Artisanal 2020 S/S.
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Fig. 7. Artisanal 2019 F/W.
https://www.maisonmargiela.com

Fig. 8. Artisanal 2018 S/S.

https://www.vogue.com
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Fig. 9. Artisanal 2019 S/S.
https://www.vogue.com
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Fig. 10. Maison Margiela and Reebok.
https://www.vogue.com

Fig. 11. Benjamin Shine and Maison Margiela.
https://www.benjaminshine.com
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Fig. 12. John Galliano creates Maison Margiela
couture dresses at home.
https://www.vogue.com
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Fig. 13. Artisanal 2020 F/W.
https://www.maisonmargiela.com

Fig. 14. ‘Défilé’ 2021 S/S.
https://www.maisonmargiela.com
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